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Abstract 
There are many massages in television advertisement. However, some of such messages are notconveyed to customers properly. 
This study has been conducted in order to confirm that warning message in two television advertisement does not have any 
effect. This paper reports that the experiment revealed that the message explaining new technologies in the television 
advertisement were meaningless, and thus the way of information delivery has plenty of room to improve. 
 
© 2015 The Authors.Published by Elsevier B.V. 
Peer-review under responsibility of AHFE Conference. 
Keywords:Television advertisement; Improper message transmission; Advanced safety vehicle 
1. Introduction 
The contemporary society is full of messages in television advertisement. However, we can find some problems 
in such message, which are shown in a screen with small characters for only a short time. Therefore, viewers cannot 
read the message and it is questionable whether the messages are really intended to deliver their assertion directly to 
the audiences. 
Typical examples are shown in the advertisement of Advanced Safety Vehicle (ASV)[1]. For instance, an 
automobile manufacturer provides explanation on its advanced safety function, showing the message for only in two 
or three seconds. Their message is as follows: 
Cyclist detection function can detect only a bicycle which runs same direction from straight behind. Only the 
bicycle, which is adult size with a reflector at 70cm high or higher above the ground, can trigger thefunction. Human 
safety is optional products. 
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Fig. 1.The screenshots of warning message describing the functions of ASV. 
Surprisingly, such methods for information delivering are conformed to the guidelines provided by Automobile 
Fair Trade Council (AFTC)[2]. It defines the baselines for television advertising on ASV, which contains these 
conditions; to enlarge characters as the sentences have less than 30 characters a line, to keep showing for more than 
two seconds, and to provide sounds and/or special warnings on screen, if needed.Typical warning messages are 
shown in Figure 1. 
2. Experiment 
In order to confirm that the warning provided by AFTC does not have any effect, an experiment1 has been 
conducted. 
Firstly, two videos were shown to subjects. The subjects are university students, from 1st to 4th grades. The 
number of subjects is 72. After that, the subjects were asked to fill out a questionnaire, to check whether they could 
understand the information in the videos or not. The questionnaire contains eight questions and two complementary 
questions.  
In eight questions, the first half of the questions puts queries on the things explained in the first video, and the 
second half of the questions put queries on what explained in the second video. In addition, two complementary 
questions asked the subjects whether they had known two ASV functions previously before the test, or not.  
An example of questions in the questionnaire is as follows: 
 
x Q. “Cyclist Detection” function is prepared as a part of the “”-Safety function. 
 a. City,  b. Human,  c. Drive,  d. don't know 
x Q. Which is the proper condition on a reflector equipped with an adult size bicycle to trigger the function 
correctly? 
 a. 60cm high or higher, b. 70cm high or higher, c. 80cm high or higher, d. don't know 
 
Figure 2 shows a questionnaire sheet delivered to the subjects, which is written in Japanese because all subjects 
are Japanese students. 
  
 
1 Note that the experiment and this paper are not intended to blame particular car makers. 
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Fig. 2.The questionnaire sheet delivered to the subjects. 
3. Results 
Table 1 and 2 show the results of the questionnaire. Table 1 shows the counts of answers for each question, and 
Table 2 represents the ratio of answers. In both tables, numbers represented using the bold characters are the correct 
answers for each question. Question I and II (Q-I and Q-II) asked the levels of understanding on the functions, “Stop 
radar (Tomahru Radar)” and “Cyclist Detection,”which had been explained in the two videos. Therefore, the 
question I and II have no correct answers. 
Table 1.Answers for each question 
Options Q1 Q2 Q3 Q4 Q5 Q6 Q7 Q8 Q-I Q-II 
a 1 4 9 0 1 5 2 8 0 0 
b 58 4 10 30 28 1 0 3 52 12 
c 6 13 3 20 11 3 7 6 20 60 
d 7 51 50 21 32 63 63 55   
Table 2.Ratio of answers (%) 
Options Q1 Q2 Q3 Q4 Q5 Q6 Q7 Q8 Q-I Q-II 
a 1.4 5.6 12.5 0.0 1.4 6.9 2.8 11.1 0.0 0.0 
b 80.6 5.6 13.9 42.3 38.9 1.4 0.0 4.2 72.2 16.7 
c 8.3 18.1 4.2 28.2 15.3 4.2 9.7 8.3 27.8 83.3 
d 9.7 70.8 69.4 29.6 44.4 87.5 87.5 76.4   
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Fig. 3. More than two third of subjects know the “Stop radar,” however, only less than one fifth of them know “Cyclist detection.” 
Fig. 4.Answers for each question with the small circles represent correct answers. 
Figure 3 and 4 represent the distribution of answers for each question. In Figure 3, the subjects’ understanding of 
two functions of ASV is illustrated, that is, more than two third of subjects know the “Stop radar,” however, only 
less than one fifth of them know “Cyclist detection.” Figure 4 shows the distributions of answers for each question 
(from Q1 to Q8). In Figure 4, there are small circles on the bars, which indicate the correct answers of the question. 
Obviously, except for the particular question such as Q1, there is no correlation between the major answer and the 
correct answer. 
The result of the experiment was that more than half of all responses were “d. don't know” for five questions (Q2, 
Q3, Q6, Q7, and Q8), and that about 60% answers were incorrect for two questions (Q4 and Q5). This implies that 
the flash presentation of warning message cannot convey any information. 
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4. Conclusions and future work 
This study has been conducted in order to confirm that the warning provided by AFTC does not have any effect 
and that such message has no sense in terms of the user centered design. The conclusion is that the experiment 
revealed that the message explaining ASV technologies in the television advertising were meaningless. Other ways 
to provide information in details would be expected. 
Recently, we can also see some similar message screensin the television advertising of ASV. However, it has 
changed to be a simple explanation. It would be a good change for both users and information providers, in view of 
the discipline of the user centered design.  
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